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FINANCIAL HIGHLIGHTS 


Sales 

Net income 

Per share of stock 

Dividends paid 
Per share of stock 

Earnings retained in the business 
Per share of stock 

Working capital 
Per share of stock 

Stockholders equity 
Per share of stock 

Shares outstanding 


$55,496,385 

$51,504,158 

$ 3,111,692 

$ 3,038,691 

5.60 

5.53 

$ 2,214,505 

$ 2,192,390 

4.00 

4.00 

S 897.187 

$ 846,301 

1.60 

1.53 

$14,902,912 

$14,615,697 

26.84 

26.59 

$24,800,299 

$23,693,677 

44.67 

43.11 

555,231 

549,611 

5,135 

4,968 


Number of stockholders 


















LETTER TO THE STOCKHOLDERS 


March 28, 1958 


SALES, 

EARNINGS 

AND 

DIVIDENDS 


DOMESTIC 

OPERATIONS 


It is our pleasure to report that 1957 was a year of major accomplishments for 
your Company. 

We assumed full distribution of “Vaseline” brand products in the United States, 
expanded our domestic marketing organization, underwrote the introduction of 
several new products here and abroad, and yet, in spite of substantial promotional 
expenses always involved in such introductions, managed to continue the uptrend 
in the Company’s earnings. 


During 1957, net sales of $55,496,385 were the highest in the Company’s 
history and represented approximately an eight per cent increase over net sales 
of $51,504,158 in 1956. Net income of $3,111,692 was slightly higher than the 
previous year’s net of $3,038,691. Earnings per share were $5.60 on the 555,231 
shares outstanding at the year-end compared with $5.53 on 549,611 shares out¬ 
standing for 1956. Regular quarterly dividends of 75^ per share, and an extra 
year-end dividend of $1.00, for a total of $4.00 per share, were paid, extending 
the Company’s unbroken dividend payment record to 75 years. The year-end 
dividend was the 485th consecutive dividend paid by the Company. 

Working capital increased slightly in 1957, although cash and marketable securi¬ 
ties decreased, reflecting the cost of our plant expansion and the funds required to 
finance the higher inventories and accounts receivable needed under our reorganized 
domestic marketing plans. 


The assumption of “Vaseline” brand product distribution by your Company’s 
marketing organization was the most important domestic accomplishment of the 
year. This move terminated an 84-year-old contractual agreement with the Colgate- 
Palmolive Company which had been sole United States distributor. In taking over 
the distribution of “Vaseline” brand products, it was necessary to take back from 
the Colgate-Palmolive Company their stock of our goods in their warehouses on 
June 30, 1957, the date of the termination of the contract. Those goods, of course, 
had already been recorded as a sale on our books; consequently, our sales for 
1957 were correspondingly reduced. Our expenses were increased because we 
expanded our sales force, enlarged our national warehousing facilities and assumed 
non-recurring expenses in connection with the immediate stocking of warehouses. 











EXECUTIVE 

PERSONNEL 


INTERNATIONAL 

OPERATIONS 


Notable in the domestic picture was the effect of the Chesebrough-Pond’s market¬ 
ing organization on the sales of Pertussin Cough Syrup in the first full year of 
operation since the acquisition of Seeck & Kade, Inc. in July 1956. The broadened 
channels of distribution and nationwide advertising support given to this product, 
concurrent with the effect of the Asian “Flu” epidemic, carried sales to a new all- 
time record, about 50 per cent above 1956. 

On the domestic scene, we are confident that our aggressive marketing opera¬ 
tion, offering a full line of Chesebrough-Pond’s products directly to retailers, 
will cause our products to occupy an even more important place in the beauty, 
health, and grooming markets of the nation. 


Edward D. Lane, who was Vice President in Charge of Domestic Sales, and a 
member of the Board of Directors, retired on November 20, 1957. This vacancy 
on the Board was filled by Andrew A. Lynn, who joined the Company as Vice 
President of Domestic Marketing and as a Director on December 2, 1957, with 
full responsibility over all the domestic marketing functions, including sales, 
advertising, merchandising, sales promotion, and market research. Mr. Lynn had 
spent many years in executive sales capacities for the Colgate-Palmolive Company, 
and came to Chesebrough-Pond’s from Revlon, Inc., where he had been Vice 
President in Charge of Sales. 


The development of our international business continued with marked success. 
Foreign sales were approximately 11 per cent above 1956 and reached new record 
heights, while profits continued on the uptrend. 

During 1957 the International Division consolidated all Canadian operations 
at a newly constructed plant housing the general offices and manufacturing facilities 
at Markham, Ontario, a suburb of Toronto. Our old Toronto plant has been sold 
and we hope to dispose of the Montreal plant shortly. 

In Venezuela we established a branch to handle our own manufacturing and 
selling operations, and in South Africa all production was fully integrated at the 
Johannesburg plant. Manufacturing started in India in the Fall, and arrangements 
have been made to commence manufacturing and selling operations in Japan. A 
branch office has been established in Switzerland for the better administration and 
control of our northern and central European continental business. 

In addition we plan to establish a new Mexican subsidiary company to coordinate 
the efforts of our two agents in that area. We also expect to increase our operations 
in Italy, where local manufacturing of our products is to commence during 1958. 
Local manufacturing will also start in Lebanon and is expected to enable us to 
expand our operations substantially in the Middle East area. 
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ADVERTISING 


RESEARCH 


OUTLOOK 


Advertising, public relations, and market research activities coordinated from 
headquarters in New York continued to contribute to the success of the Com¬ 
pany’s domestic and international operations. 

Some 40 advertising agencies produced advertising in 30 languages to promote 
Chesebrough-Pond’s products in 104 markets. In the United States, network tele¬ 
vision, carefully balanced to give our products the best daytime and evening 
exposure, continued as the major medium and was strongly supported by radio, 
magazines and newspapers. Overseas, television was used in seven markets, but 
radio, magazines, newspapers and cinema commercials continued in major roles. 


We expanded our research staff and continued to accelerate our program to 
improve present products, develop new ones, and carry out basic research in fields 
of interest to the Company. We also established a research grant program supporting 
fellowships at three of the leading universities and medical colleges to study the 
effects of certain materials on the skin, and factors that affect the growth and 
health of the skin and hair. 


With many of the major consolidation moves necessitated by the merger of 
Chesebrough and Pond’s now accomplished, we look forward to 1958 with great 
expectations and hopes that national and world economic conditions in the year 
ahead will permit the Company to reap the rewards it has prepared for in the two 
and one-half years since the merger. 

In closing we wish to extend our sincere appreciation to our many loyal employees 
without whose support and excellent performance the goals achieved in 1957 
would not have been accomplished. 


BY ORDER OF THE BOARD OF DIRECTORS. 











CHESEBROUGH-ROND’S 


CO N SO LI DATE D 



DECEMBER 

31, 


1957 

1956 

Current Assets: 



Cash . . . 

$ 3,914,047 

$ 4.796,080 

U. S. Government and other marketable securities, at cost 

994,722 

2,872,415 

Accounts receivable, less reserves 

7,996,841 

5,616,232 

Inventories, at lower of cost or market. 

9,257,343 

8,520,394 

Total current assets. 

22,162,953 

21,805,121 

Investments and other assets, at cost: 



Subsidiaries not consolidated 

96,000 

68,042 

Other 

208,438 

41,645 


304,438 

109,687 

Property, plant and equipment, at cost: 



Buildings and equipment 

11,052,885 

9,945,865 

Less depreciation and amortization 

4,394,723 

4,032,477 


6,658,162 

5,913,388 

Land 

565,282 

402,752 

Total property, plant and equipment 

7,223,444 

6,316,140 

Notes receivable—stock purchasing plan 

462,275 

410,807 

Deferred charges 

841,345 

1,158,521 

Trade-marks and goodwill, at cost 

1.065,885 

1,082,825 


$32,060,340 

$30,883,101 


See notes to financial statements. 
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INC. AND SUBSIDIARIES 

BALANCE SHEET - 


LIABILITIES 


Current Liabilities: 

Bank loan payable 

Accounts payable and accrued liabilities 
Federal and foreign income taxes 

Total current liabilities. 


DECEMBER 

1957 

$ 250,000 

4,428.064 
2,581,977 

7,260,041 


Capital stock and surplus: 

Capital stock: 

Authorized—750,000 shares, par value $ 10.00 per share 
Issued—561,211 shares (1956—554,891 shares) 

Capital surplus . 

Earned surplus . 


5,612,110 
405,353 
19.189,328 

25,206,791 


Less—5,980 shares of treasury stock, (1956—5,280 shares) at cost 


Total capital stock and surplus 


406.492 

24,800,299 

$32,060,340 


See notes to financial statements. 


31, 

1956 

3,557,023 

3,632,401 

7,189,424 


5,548,910 

203.215 

18.292,141 

24.044,266 


350,589 

23,693.677 

$30,883,101 
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CHESEBROUGH-POND’S INC. AND SUBSIDIARIES 

I CONSOLIDATED INCOME 
and EARNED SURPLUS 


YEAR ENDED DECEMBER 31, 



1957 

1956 

Net sales 

$55,496,385 

$51,504,158 

Cost of products sold 

21.135.1 12 

19,828.205 

Gross profit 

34.361.273 

31.675.953 

Selling, advertising and administrative expenses 

29.266.762 

25,818,426 

Income from operations 

5.094,5 J1 

5.857.527 

Other income: 



Interest and dividends 

247.577 

209.818 

Royalties . 

385,620 

361.850 

Miscellaneous—net . 

53.984 

3.496 


687T181 

575.T54 

Income before provision for taxes on income 

5.781 -<5y2 

6.432.691 

Provision for federal and foreign taxes on income 

2.670.000 

3.394.000 

Net income for the year 

3.11 1.692 

3.038.691 

Earned surplus, beginning of year 

18.292.141 

17.445.840 


21,403.833 

20.484.531 

Dividends paid ($4.00 per share) 

2.214.505 

2,192.390 

Earned surplus, end of year 

$19,189,328 

$18,292,141 


Sec notes to financial statements. 
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& TO FINANCIAL 
STATEMENTS 


CHESEBROUGH-PONDS INC. 
AND SUBSIDIARIES 


1. Consolidated foreign operations 

The consolidated balance sheet at December 31. 1957 
includes net current assets of $6,548,822 and property, 
plant and equipment (less accumulated depreciation) of 
$4,348,177, and the statement of consolidated income 
includes net income for the years 1957 and 1956 amount¬ 
ing to $1,891,749 and $1,560,267 respectively, pertaining 
to operations in foreign countries certain of which have 
exchange controls of varying degrees. 

Foreign currency amounts have been converted to 
United States dollars generally as follows: ( I ) assets and 
liabilities (except property, plant and equipment) at year- 
end rates of exchange; (2) property, plant and equipment 
at rates prevailing in the years of acquisition: (3) oper¬ 
ating accounts at the applicable month-end or year-end 
rates of exchange except that depreciation and the results 
of disposals of property, plant and equipment are slated 
at amounts based on the dollar carrying value of the 
property, plant and equipment. Profits and losses from 
such conversions are included in the income account. 

2. U. S. Government securities 

At December 31, 1957. U. S. Government securities in 
the amount of $400,000 were pledged to secure a bank 
loan of a subsidiary. 

3- Investment in subsidiaries not consolidated 

The Company’s investment in wholly-owned subsid¬ 
iaries not consolidated consists of $69,684 in an Argentine 
subsidiary. $1,316 in a Dutch subsidiary and $25,000 
in a United States subsidiary corporation operating only 
in Japan. The operations and assets of the latter two are 
not significant. 

Based on audited financial statements, converted from 
Argentine pesos at the applicable quoted year-end rates 
of exchange, the net assets of the Argentine subsidiary 
amounted to $621,388 and $665,938 at December 31. 
1957 and 1956. respectively. Dividends and royalties 
received by the Company from this subsidiary amounted 
to $267,434 in 1957 and $157,234 in 1956. 


4. Stock purchasing plan 

Under the provisions of the Stock Purchasing Plan for 
Officers and Administrative Employees, approved by the 
stockholders, shares of capital stock may be sold to 
officers and administrative employees at a price per share 
equal to eight times the average earnings per share for 
the five years preceding the year in which sold. Payment 
for the shares may be made in installments over a period 
of five years and the purchaser is required to pay interest 
on the unpaid balance. The purchaser may not dispose 
or take possession of shares purchased for a period of 
five years from the date of the original purchase contract. 
During 1957. 6.320 shares of the Company's capital stock 
were purchased in accordance with the provisions of the 
Plan; the excess of proceeds over par value of such 
shares, amounting to $202,138 was credited to capital 
surplus. As of December 31, 1957. there remained 28,789 
shares authorized to he sold under the Plan subject to the 
condition that no more than 8.500 shares may be issued 
and sold during any one calendar year. 


5. Retirement plans 

Substantially all officers and employees are eligible for 
membership in Company retirement plans, only one of 
which is contributory. The amounts charged to income 
under these plans were $341,492 in 1957 and $315,440 
in 1956 in respect of current service benefits, and $499,858 
in 1957 and $492,381 in 1956 in respect of benefits for 
past service. If past service continues to be liquidated 
at the present annual rate, substantially all of the cost 
thereof should be paid in about six years from December 
31. 1957. 


6. Depreciation and amortization 

Provision for depreciation and amortization charged to 
operations amounted to $507,537 in 1957 and $399,264 
in 1956. 
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Arthur Young & Company 


Accountants and Auditors 


165 BROADWAY 

New York 6 


The Stockholders 
Chesebrough-Pond’s Inc.: 


We have examined the accompanying consolidated 


balance sheet of Chesebrough-Pond’s Inc. and subsidiaries 
at December 31, 1957 and the related statement of 
consolidated income and earned surplus for the year then 
ended. Our examination, except as to foreign branches 
whose net assets represent 15% of the consolidated net 
assets, was made in accordance with generally accepted 
auditing standards, and accordingly included such tests 
of the accounting records and such other auditing 
procedures as we considered necessary in the circumstances. 
As to the foreign branches, we examined reports of other 
independent public accountants and the figures for such 
branches included in the accompanying statements are 
derived from such reports. 


In our opinion, based upon our examination and 


upon the reports of other accountants, the statements 
mentioned above present fairly the consolidated financial 
position of Chesebrough-Pond's Inc. and subsidiaries at 
December 31, 1957 and the consolidated results of their 
operations for the year then ended, in conformity with 
generally accepted accounting principles applied on a 
basis consistent with that of the preceding year. 



March 4, 1958 








FOR BEAUTY, GROOMING AND HEALTH 



beauty 

POND'S COLD CREAM 

POND'S VANISHING CREAM 

POND'S LIQUIFYING CREAM 

POND'S DRY SKIN CREAM 

POND'S ANGEL FACE (COMPACT MAKE-UP) 

POND'S ANGEL SKIN LOTION 

POND'S ANGEL SKIN HAND CREAM 

POND'S ANGEL TOUCH (LIQUID MAKE-UP) 

POND'S "LIPS" (LIPSTICK) 

POND'S FACE POWDER 
POND'S TALCUM POWDER 
POND'S DUSTING POWDER 
POND'S "CHEEKS" (ROUGE) 

POND'S MAKE-UP PAT 
POND'S TISSUES 


grooming 

"VASELINE" HAIR TONIC 
"VASELINE" CREAM HAIR TONIC 
"VASELINE" POMADE 
"VALCREAM" (HAIR CREAM IN A TUBE) 



health 

"VASELINE" PETROLEUM JELLY 
"VASELINE" BORATED PETROLEUM JELLY 
"VASELINE" CARBOLATED PETROLEUM JELLY 
"VASELINE" UP-ICE POMADE 
"VASELINE" CAMPHOR ICE 
"VASELINE" VETERINARY PETROLEUM JELLY 
"VASELINE" STERILE PETROLATUM GAUZE 
"PERTUSSIN" (COUGH SYRUP) 













The Venezuelan Branch celebrated its first full 
year of operation in December. The executive 
staff, shown left to right, are: Jose V. Calvo, 
Office Manager & Accountant; Jose M. Martin, 
Sales & Promotion Manager; and Vincent Berru- 
eta Clement, General Manager. 


This picture of the packaging section of the 
Argentine Company cream production line could 
have been taken in Clinton, Conn., or in Eng¬ 
land. Similar techniques help insure the uniform 
quality standards of Chesebrough-Pond's prod¬ 
ucts the world over. 


The wide scope of the Argentinian operation is indicated by this picture of the 
executive staff. Shown left to right, seated, are: F. Diaz, Plant Manager; A. 
Auchterlonie, Comptroller; Ramon Maristany, General Manager; W. Jacobs, Assist¬ 
ant General Manager; and J. C. Bernsau, Advertising & Promotion Manager. 
Standing are: G. R. Moore, Personnel & Maintenance Manager; A. Codina, Tech¬ 
nical Department Manager; G. A. Geraghty, Sales Manager; A. Canepa, New 
Products Manager; J. D. O. Noceti, Assistant Sales Manager; J. H. Miguez, Pur¬ 
chasing Manager; and J. L. Palacios, Shipping Manager. 


Visitors to the Argentine Company are greeted by this attracts 
receptionist and striking mural. The mural, painted by Pedro I 
Gianzone, an employee of the Company, is entitled, "Venus ensen 
el arte de parcecer hermosa" (Venus teaches the art of lookin 
beautiful). 
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ND’S IN LATIN AMERICA 


South of the border, all the way down to Tierra del Fuego, 
Chesebrough-Pond's products are contributing daily to the beauty, 
grooming, and health of our Latin American neighbors. 

In order to meet the strong Latin American demand, the Inter¬ 
national Division of Chesebrough-Pond's Inc., conducts fully in¬ 
tegrated manufacturing and distributing operations in Argentina 
and Venezuela. The remaining Latin American countries are sup¬ 
plied through local agents who either manufacture or import 
“Pond's”, and “Vaseline” or “Cheseline” brand products. 

Local manufacturing is carried on by the Company’s agents in 
Mexico, Nicaragua, Costa Rica, Guatemala, El Salvador, Colom¬ 
bia, Ecuador, Peru, Chile, Uruguay, Brazil, the Dominican Re¬ 
public, and Cuba. The Company exports to Panama, Honduras, 
British Honduras, Bolivia, Paraguay, British Guiana, Dutch Guiana, 
French Guiana, Haiti, Aruba, Curacao, Trinidad, Barbados, 
Jamaica, and Puerto Rico. 

No matter where in Latin America a Chesebrough-Pond’s prod¬ 
uct is purchased, the same high quality standards are maintained 
that exist in the United States. Continuity of package design makes 
for instantaneous recognition in all markets. International Division 
headquarters in New York, and the Company’s laboratories in 
Clinton, Conn., and Perth Amboy, N. J., make sure that manu- 




Lipstick packaging at the Venezuelan 
Branch provided the photographer with an 
opportunity to combine a beautiful design 
with an interesting production line picture. 





















facturing techniques are similar, and that raw materials and finished 
products satisfy quality control laboratory standards. Advertising 
and purchasing are coordinated through headquarters so that one 
market will benefit by the experience of another. 

During its years of operating in Latin America the Company has 
made a conscientious effort to blend its procedures and personnel 
with the economy and culture of each country where it manufac¬ 
tures and sells its products. The executive staffs and labor forces in 
Argentina and Venezuela are primarily citizens of those nations. 
In countries where the Company does not conduct its own opera¬ 
tions, manufacturing and distribution are handled by national firms. 

Today, Latin America ranks as one of the most important of 
Chesebrough-Pond’s areas of operation. The Argentine Company 
recently expanded its production facilities to satisfy record demand, 
and the Venezuelan Branch completed its first full year with a 
constantly rising sales curve. 



A glance down the cream filling and 
packaging line at the Venezuelan 
Branch provides an interesting study 
of profiles. The batches of cream are 
made on a balcony above this section 
and feed down to the filling line by 
gravity. 


Located in Buenos Aires, the Argen¬ 
tine Company grew from operations in 
a small private home over 30 years 
ago to the present day building shown 
at right. 


This view shows the relationship be¬ 
tween the cream filling and packaging 
section and the cream manufacturing 
section at the Venezuelan Branch. 
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GLAMOUR FROM PARIS 



The differences between domestic and international advertising are narrowing. 

The American, who takes commercial television in stride, is learning to expect 
advertising at the motion picture theatres. Abroad, where the cinema is a prime 
advertising medium, commercial television is beginning to gain acceptance. 

Overseas, the Company embarked on a 1957 film campaign designed to 
provide advertising material for both cinema and television. Eleven cinema shorts, 
featuring Pond's products, were filmed for distribution in 15 languages. Entitled 
“Glamour From Paris” the series provides glimpses into the glamorous lives of 
attractive Parisian girls, and shows how Pond's products contribute to their beauty. 

In the United Kingdom, “Pond's Beauty Salon” became the first “how-to-do-it” 
type television program to be sponsored by a cosmetics firm. In Australia, 
“Chesebrough-Pond’s Playhouse” was rated among the leaders, and in Canada, 
prime network time was obtained for “Music Makers 1957,” a half-hour music 
and variety show. Other video markets were Mexico, Hawaii, Venezuela, and 
Puerto Rico. In addition to broad use of radio and local magazines and newspapers, 
two international magazines, Life en Espanol and Reader s Digest carried “Pond’s” 
and “Vaseline” brand product advertising. 























TV 



The Price Is Right 


Television continued to play a major role in Chesebrough-Pond's 1957 
advertising campaign in the United States. 

In mid year the Company turned to daytime television to advertise its Pond's 
beauty products. Daytime television offers an almost exclusive female audience 
at relatively lower costs- 

In October the Company dropped Conflict, an hour dramatic show spon¬ 
sored by Pond's products and replaced it with four top daytime shows weekly 
on the National Broadcasting Company network. Segments of these shows, 
The Price Is Right, It Could Be You, Matinee Theatre, and Comedy Time had 
been purchased in July on an alternate week basis. 

The Price Is Right, starring Bill Cullen, is an auction type quiz show, while 
It Could Be You, featuring Bill Leyden, is an audience participation program. 
Matinee Theatre is a dramatic program featuring top stars, and Comedy Time 
is a light counterpart. Late in the year Queen For A Day was added to our other 
daytime shows. 

Pond's products advertised on these programs were Cold Cream, Dry Skin 
Cream, Angel Face, Angel Skin, and Angel Touch. 























In choosing a show for advertising “Vaseline” Hair Tonic, “Vaseline" Pe¬ 
troleum Jelly and “Vaseline” Lip-Ice Pomade, Chesebrough-Pond’s wanted 
a program which would appeal to both men and women. Accordingly, in 
September, the Company started sponsoring the Bob Cummings Show over 
128 stations on the National Broadcasting Company network on an alternate 
week basis. In addition, television spot announcements were used for Pertussin, 
Valcream, and “Vaseline” Hair Tonic. 

Radio also was a major medium for these products, with Valcream featured 
on the Phil Rizzuto Sports-Time program, and radio spots being used for Per¬ 
tussin, “Vaseline” Hair Tonic, and “Vaseline” Petroleum Jelly. 

In addition, magazines such as Life, Look, True, and Argosy, plus an exten¬ 
sive schedule in This Week, American Weekly and Parade were used to further 
strengthen the advertising campaign for “Vaseline” brand products, Valcream 
and Pertussin. 

Print advertising for Pond’s products was run in 11 national magazines, plus 
American Weekly, This Week, Parade, and First Three Markets, as well as in 
daily papers. 
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Chesebroogh-Pond's salesman Walter Rodger 
receives the manager's approval of an Angel Face 
sales promotional display he has set up at a 
variety store to attract consumers passing through 
the cosmetics section. 



18 



Making the most of impulse buying motivations, 
salesman William Morris puts the finishing touches 
on a "Vaseline" Hair Tonic floor display unit for 
which he has been permitted space at a modern 
new supermarket. 


Getting the product out where the customer 
can reach for it is particularly important at drug 
stores. Here, salesman Harry Rock has set up a 
Valcream counter display unit featuring a special 
consumer offer. 
























At mid-year of 1957, Chesebrough-Pond’s took a "giant step** in quest of 
increased sales volume and greater earnings by taking over domestic distribution 
of "Vaseline” brand products from the Colgate-Palmolive Company. 

Colgate-Palmolive had been sole United States distributor of "Vaseline*’ brand 
products since 1873 when Robert Augustus Chesebrough and Samuel Colgate 
signed the first contract. 

To prepare for the termination of this 84-year-old contract and the assumption of 
full product line marketing, the Company’s sales force, which had handled the 
Pond’s product line, was expanded and trained in the merchandising of 
the "Vaseline” brand line also. 

During 1957 Chesebrough-Pond’s introduced two new products from 
coast-to-coast: Valcream, a hair cream in a tube; and Pond's Angel Touch, a 
liquid make-up. Two major packaging changes, a striking new carton and 
bottle design for "Vaseline” Hair Tonics, and an attractive new bottle design for 
Pond’s Angel Skin were also introduced in the latter half of 1957. 




At the 1957 national sales meeting, merchan- 
dising manager Charles Hearn (left) showed the 
sales staff the new "Vaseline" Hair Tonic pack¬ 
aging, while merchandising manager Warren 
Dubin (above) demonstrated the new Angel Skin 
packaging. 











new 

products 



Three new Chesebrough-Pond's products made their debut in 
1957. Pond's Angel Touch, a new beauty preparation for use 
as a liquid make-up, or as a foundation, was introduced in the 
United States, England, Canada and Holland. Developed for 
women who want a smooth liquid make-up that retains mois¬ 
ture without being greasy or oily, it offers the convenience of 
a plastic, drop-by-drop squeeze bottle to carry in purse or 
travel kit. 

Valcream was introduced throughout the United States for 
men who want a hair preparation that grooms without show¬ 
ing. It is a hair cream in a tube, which is not greasy or oily 
and also non-alcoholic. When squeezed onto the hand, Val¬ 
cream is a white solid, but when rubbed between the palms it 
becomes a colorless liquid. Its handy tube makes it easy to 
carry on trips or in the car’s glove compartment. 

Pond’s Clean & Sweet is a white lotion shampoo that was 
introduced in Australia and market tested in England. It con¬ 
tains PVP, a conditioning agent which protects the hair from 
the harsh effects of weather, dyeing, tinting and permanent 
waving. Clean & Sweet is a shampoo which cleanses thor¬ 
oughly without removing natural oils, and leaves the hair 
glossy and manageable. Pleasantly scented, it comes in an 
attractive bottle, and handy trial size plastic envelope. 
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During 1957 Chesebrough-PoncTs gave “Vaseline" Hair 
Tonics and Pond’s Angel Skin a “new look" in package design 
to help retailers move more of these popular grooming and 
beauty preparations into the home. The new packaging was 
designed to fit the needs of today’s self-service impulse buy¬ 
ing, using a blending of color and design to attract consumer 
attention to the products. 


new 


The “Vaseline” Hair Tonic carton is green and white with 
the “Vaseline" trademark emphasized by white lettering in a 
red panel, while the “Vaseline” Cream Hair Tonic box is red 
and white with the word CREAM set off in a green panel. The 
new bottles are wider, flatter, and simply styled to give a 
definite impression of quality with masculine appeal. The 
labels carry out the eye-catching design theme of the cartons. 


packaging 


The pleasant pink color of Angel Skin hand lotion shows 
through its attractively styled clear bottle and contrasts with 
a striking black label which uses pink and white lettering. 
Since most women keep hand lotion exposed on a shelf near 
the kitchen sink, this bottle was designed to be seen as well 
as used. It was awarded a prize by the Variety Store Mer¬ 
chandiser in that trade publication’s annual new packaging 
contest. 
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RESEARCH 


The research department is a key cog of any progressive company in the 
competitive beauty and health products field. 

At Chesebrough-Pond’s Inc., the broad scope of the research operation 
is considered so important to the sales and earnings potential of the Company 
that the Director of Research reports directly to the President. 

The major functions of the Chesebrough-Pond’s research staff are: product 
development and improvement, day-by-day quality control, and fundamental 
research in fields related to the Company’s current and future business plans. 

Two main laboratories at Clinton, Conn., and Perth Amboy, N. J., perform 
all four functions, with Clinton specializing in Pond’s products. Pertussin 
and Valcream, and Perth Amboy concentrating on the “Vaseline” brand line. 
Basic work in quality control, product development and improvement is 
performed for the European and Far Eastern markets by laboratories in 
Perivale, England, and Sydney, Australia, respectively. A special control lab 
is maintained at McKees Rocks, Pa. to make sure that the “Vaseline'’ Sterile 
Petrolatum Gauze produced at that plant meets medical standards for 
sterility and quality. 

In addition, the Company supports basic research programs by dermatologists 
on the biochemistry of skin and hair in their relationship to cosmetics. These 
programs are under way at the University of Wisconsin College of Pharmacy, 
The University of Pennsylvania College of Medicine, the Harvard Medical 
School, and the Mellon Institute. 


The microscope and the im¬ 
age it projects on the screen 
aid the chemist and his as¬ 
sistant in determining whe¬ 
ther shipments of raw ma¬ 
terials meet our high quality 
standards. 











































